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ABSTRACT
The aim of the research is to understand in depth the behaviors of soccer fans for travel planning
process and their travel experiences’. Its main objectives are to identify; fans’ travel arrangements,
tourist expenditures, visit and re-visit intentions to the event venue or main destination. The
research is designed as qualitative study and it employs semi-structured interview methods as its
data gathering tool. 14 interviews were held at the event venue before the UEFA Europa League
soccer match between Manchester United FC™ and Fenerbahce FC™. The findings reveal that
sporting events is the primary reason to go any destination for soccer fans. The main features of the
destinations have the second significance. However, the name of the destinations has a big role on
re-visit intentions of event-goers. According to the results, soccer fans are tend to organize their
trips with team associations.
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Introduction
Sports tourism has grown exponentially over the last decade. Sports tourism is leisure-based travel
that takes individuals temporarily outside of their home communities to play (active sports
tourism), watch (event sports tourism) physical activities, or venerate attractions (nostalgia sports
tourism) associated with these activities (Gibson, 1998). Communities host sporting events for a
number of significant reasons. To provide entertainment for area residents; to enhance community
image and to stimulate spending in the host community and to generate additional revenue are the
significant reasons to organize sporting events (Ritchie, 2005).
The economic reason is defined as the primary motivation because the economic contribution of
sporting events has great value to sport providers/organization teams and destination marketers
(Turco, 1998). Sporting event travelers usually spends total money as much as the all types of
travelers. The NASC annual report (2014, p.26) concluded that sports tourism was responsible for
$8.7 billion in direct nationwide spending in US, while £3.8 billion in UK according to UK Annual
Tourism Report (2016, p.6). Thousands of people travel abroad for watch their favorite sports’
events around the world. For instance, UEFA Champions League has 688 soccer clubs from 32
different nations and it has 448 soccer clubs from 37 different nations in 2009-2017 (UEFA,
2017a; UEFA, 2017b).
This paper aims to reveal that how away-game fans arrange their trips. In addition, it seeks to
investigate expenditure behaviors and travel experiences of soccer match fans’. The study is
restricted with four main factors as visit intention, arrangement of travel, expenditure and sports
fans’ revisit intentions. All factors are investigated and reported at the findings part.
Literature Review
Sports Tourism
Sports tourism is divided into two categories as participation in a passive sport holiday (e.g. sports
events and sports museums) and an active sport holiday (e.g. scuba diving, cycling and golf). The
primary motivation may involve distinction where either sport or tourism are the dominant activity
or reason to travel (Ritchie, 2005). In existing literature, event sports tourism has been drawn
considerable interest both industrially and academically since 1990’s. While the most research has
much further focused on different types of benefits for host communities (Higham, 1999; Veltri et
al., 2009; Walo et al., 1996) and economic impacts (Burgan & Mules, 1992, Daniels, et al., 2004,
Lee & Taylor, 2005), the demand side/from view point of spectators is still scarce (Chen, 2010;
Irwin, & Sandler, 1998).
Much of the existing literature about event tourism has related with mega or hallmark events
(Gratton et al., 2000; Hall, 1992; Hall & Hodges, 1996; Hiller, 1998; Nishio, 2013; Ritchie,
1984;). There are respectable amount of studies on small-scale sport events (Gibson, et al., 2003;
Irwin & Sandler, 1998; Walo et al.,
1996). The typology of the sporting events proposed by Gratton et al. (2000) as four types. Type A
(megaevents like FIFA World Cup), Type B (annually sporting events with hefty spectator like
Formula One), Type C (irregular sport competitions usually attract too many spectator/audience or
competitor like international footrace), and Type D competitor driven events like National
Collegiate Athletic Association Championship). The last category that Wilson (2006) was
proposed, type E is called as small scale sporting events. These are minor events often annually
and it can be less attractive for media and spectators (like local and regional soccer leagues).
Methodology
This research is designed as a qualitative study, aiming to define spectators’ planning process of
their trips and their travel experiences in a depth manner. Qualitative research explores a social
problem via reporting detailed views of informants (Creswell, 1998). The research questions can
be listed as follows:
• How do fans plan or arrange their travels when they go abroad for attending soccer match?
• What are the main reasons to visit some kind of destinations which host different soccer
matches?
• How are soccer fans’ expenditure behaviors at the destination?
• How do soccer fans explain their travel experience when they go abroad for a soccer match?
The research data was collected via face to face interviews at the event venue on 20/10/2016
before the UEFA Europe League soccer match Manchester United FC vs. Fenerbahce FC in
Manchester. In order to gain a deeper understanding of a subject and comprehensively identify its
elements (Patton, 2002), the semistructured interview questions prepared according to the existing
literature.
Each interview took 5-20 minutes. 14 interviews were held with 28 away team fans in total. The
official names of the fans are not decoded in the study and this situation was explained to the fans.
In this way, they were able to answer the questions freely. The respondents’ statements are
remarked as Participant 1 to Participant 14. In this research, descriptive analysis was used for the
analysis of the data. In findings, the most explanatory statements are highlighted and reported as
quotas with its explanations based on conceptual framework.
Results
Demographic dispersion and the profile of the fans are shown in Table 1. The interviews are
conducted as 24 males and 4 females. The results of the demographic questions conclude that ages
of participants are between 18 and 59 years. Residences of participants are changeable. Although
fans of away team are from Turkey, there are just 6 (Istanbul) participants from Turkey. The
finding shows that the spectators are from Switzerland (Lausanne and Basel) (7), Belgium
(Brussels) (5), Austria (Innsbruck) (3), Sweden (Stockholm, Malmo) (3), Holland (Harlem) (2),
France (Metz) (1) and Germany (Köln) (1). Most of interviewers have accommodated in
Manchester for 2 days and one night. Some of participants have accommodated more than 3 days
in Manchester. Female participants are joined first time for soccer match; while male participants
are joined approximately 4-20 different soccer matches except where they live.
Table 1. Demographic Information of Interviews
Gender Age Occupation Residence Length of Stay
Number
of Match
Male 49 Owner Istanbul (Turkey) 2 Days 12-13
Male 59 Owner Istanbul (Turkey) 3 Days 7
Female 55 Retired Istanbul (Turkey) 3 Days 5
Male 25 Dyer Basel (Switzerland) 3 Days 7
Male 28 Insurer Basel (Switzerland) 3 Days 8
Male 18 Student
Lausanne
(Switzerland) 3 Days 1
Male 19 Student
Lausanne
(Switzerland) 3 Days 4
Male 19 Student
Lausanne
(Switzerland) 3 Days 4
Male 55 Retired Brussels (Belgium) 3 Days 18-20
Male 51 Laborer Brussels (Belgium) 3 Days 18-20
Male 52 Laborer Brussels (Belgium) 3 Days 18-20
Male 33 Marketing Stockholm (Sweden) One Day 15-16
Male 32 Finance Stockholm (Sweden) One Day 1
Male 22
Pre-school
assistant Basel (Switzerland) 5 Days 10
Female 30 Student Ankara (Turkey) 5 Days 1
Male 19 Student Basel (Switzerland) 5 Days 10
Male 22 Student Metz (France) One Day 4
Male 31 Finance Haarlem (Holland) One Day 8
Male 30 Laborer Haarlem (Holland) One Day 3
Male 41 Security Officer Köln (Germany) 4 Days 15-16
Male 26 Laborer Innsbruck(Austria) One Day 18-20
Male 36 Taxi Driver Innsbruck(Austria) One Day 18-20
Male 28 Laborer Innsbruck(Austria) One Day 18-20
Male 50 Laborer Malmo (Sweden) 4 Days 8
Male 30 Laborer Brussels (Belgium) 3 Days 18-20
Male 56 Retired Brussels (Belgium) 3 Days 18-20
Female 20 Student Istanbul (Turkey) 2 Days 1
Female 20 Student London (Turkey) 2 Days 1
As seen Table 1, the majority of spectators have stayed in hotels between 2 and 5 nights. Length of
stay shows that participants were tend to stay more than one day, although the soccer game have
gone on one day,
Visit Intention of Tourists’
As a frame of the study, it’s investigated that the spectators would not visit Manchester if it is not
an organized soccer match in the city. Most of the participants highlighted that the primary reason
to visit Manchester was attending the soccer match as explained by interviewer 3b:
“It is difficult to say we visit to Manchester without soccer match. Soccer match was the only most
important factor of our visit intension. We just came here for the soccer match. ” (PARTICIPANT 3B)
The findings of study imply that soccer fans are passionately addicted to watch their soccer team’s
events. Most of the participants have already watch almost all of the matches in their home country
while some of them are tend to attend events which are occurred abroad away games as described
by participant 5a:
“There is nowhere left to go to Europe for vacation. I have visited Europe for only soccer matches.
I have been in France, German, Holland and Austria for soccer matches. I usually try to go all
soccer matches organized abroad. ” (PARTICIPANT 5A)
The venues of soccer games are not much significant for the event time and day. Therefore,
participants are willing to go secondary places after the event has finished. Some of the attendees
remarked that popular destinations like London would be preferable to visit. The participants’
views on this issue may help further understand:
“I really don’t think visit Manchester, but I was really want to come to London. I just came
Manchester for this match. We have been London yesterday and we came back to Manchester for
the soccer match. ” (PARTICIPANT 2A)
As a result of the research, it’s realized that soccer fans are likely to extend their stay and travel to
visit secondary destinations, if they have enough time and budget. More touristic destinations
would be preferred to accommodate by fans. Event-goers/spectators may don’t want to stay at the
same destination with the event venue. If there is a must sight-seeing destination around the host
destination, the soccer fans may prefer accommodate at these locations. Moreover, they would see
participating this kind of events as a chance to visit diverse places and recognize different cultures
as defined by Participant 1a:
“I did not stay Manchester at nights. When I drove from London, I did not have a night time trip
anyway. Tonight I will return to London. After soccer game will finish, I will visit Paris, and I will
have a trip to Geneva. Charlie Chaplin is a place where his son lives for 25 years and has a grave
tomb that he died there. I am trying to raise my world knowledge quite a bit”. (PARTICIPANT 1A)
Arrangement of Travel
The other main issue is travelers’ planning process that includes accommodation, transportation,
food and beverage, soccer match ticket, etc. The findings reveal that attendees are tend to arrange
their travel individually. They prefer to organize all issues via online channels as defined by
Participant 14a:
“We booked our accommodation from Booking.com™. We preferred this hotel because of new
and clean. Also, location of hotel was important factor to get around city center and to find
subway. ”(PARTICIPANT 14A)
The accommodation preferences are asked attendees and demand to disclosure requested about the
reason. The interviews’ analysis inferred that the event attendees would prefer accommodate at the
center of the destinations. While they begin to plan their trip, it is one of the main factor as
described by Participant 5:
“We wanted to make it clear that we were nearby the city center, so that we could have a place to
go. We thought we'd be easier than here. So we preferred this hotel”.
(Participant 5 a)
Some group of people act together with soccer team association. For this case, the team association
organized travel for 2 days and one night. That’s why, it directly effects on travelers’ decision
making. One of the participants indicated that soccer team association generally organized travel
for fans. They stated their thoughts in the following way:
“We organized our travel with team association, that’s why we just accommodate here one night
and  we  will  leave  tomorrow.  However,  we  stay  3-4  days  when  we  organize  our  travel.  ”
(PARTICIPANT 9B)
Another participant expressed his views on this issue as follows:
“We are member of soccer team association. We are going to all soccer matches with team
association. It is arranging match tickets for us and we book our flight tickets and accommodations
when the match schedule is pronounced. In this way, we can get cheaper flight tickets and
accommodations. It is cheaper when you get flight tickets to Europe a long time ago. "
(PARTICIPANT 13 A)
Tourist Expenditures
The economic factor is one of the main subject for this study. The question is “how much money
did expense for this travel” asked to the interviewers. The expenditure items can be listed as
accommodation, flight ticket, food and beverage, souvenir and soccer match ticket. According to
interviews, participants spend more on flight ticket. The hotel, food and beverage costs vary
depending on the day of stay, souvenir and soccer match ticket, respectively as shown graphically
at Figure 1.
“We gave the most money to flights tickets, then accommodation andfood and beverage. "
(PARTICIPANT 10A)
Figure 1. Types of Expenditures
The results conclude that the event-goers spend money for multiple reasons. The primary reason is
attending to the soccer match and buying soccer game ticket while the secondary factors are
buying souvenirs, participate a tour plan, getting high-speed train ticket, renting a car, doing
shopping and etc. as same with other types of tourists’ purchasing behavior.
“When I go to somewhere, I buy some souvenirs to my children. I am always free of charge. Apart
from that I try to look at the traditional taste of the local culture. I am tend to taste different drinks.
Here's the biggest expense known to me to spend on drinking". (PARTICIPANT 1B)
The findings highlighted that the participants are willing to pay much more money to
accommodation facilities and airline tickets as defined by Participant 7c:
“We expense the most money to accommodation. It is sometimes 60-70 €. Then it has cost city
tour andfood and beverage, we expense money to them. Generally we get the flight tickets on Easy
Jet Airlines™ and we can find very cheap tickets for us. We do not have any suffer in the flight
tickets. However, accommodation is the most expensive. " (PARTICIPANT 7C)Some member of
soccer team association expense just for transportation and match ticket, because association
makes arrangement only for the event day. One of the participants indicated that thoughts as
follows:
“We will not accommodate in Manchester. We came here with soccer team association and they
arranged travel for one day. We will not shopping anything because we do not have time. Maybe
we can expense for food and beverage around the stadium. ” (PARTICIPANT 8)
Re-Visit Intension of Travelers
The last main question is “Would you like to visit again Manchester”. Almost the entire of
participants do not want to visit again Manchester. Because, they find Manchester as a small city
and it does not have touristic attractions like London. One of the participants overemphasized that
view in the following way:
“I never come again here, even if there is a soccer match. I did not like here. The streets are dirt and
rust. It is not clean. Manchester is a very sloppy city. I do not want come again. ” (PARTICIPANT
12A)
Some of the participants referred that they will visit to Manchester again only if it would be
another soccer match. One of the participants indicated that thoughts as follows:
“I will never come here again, because there is not attractive anything here. Maybe I can visit here
again another soccer match otherwise I do not think come here again. ” (PARTICIPANT 11B)
Discussion
The objective of this study was to examine travel and expenditure behaviors, visit and revisit
intentions of soccer fans’. The results indicate that the spectators tend to arrange their travel
individually. They prefer to organize all issues via online channels and, also consider team
associations’ travel plans for the soccer fans. In conclusion, although, soccer fans are not focused
where they are traveling for soccer match, they are carrying out the tourism phenomenon because
of go out temporarily their home-city. In addition, this research implies that sports fans’ primary
motivation is to watch the sporting competition (Ritchie, 2005).
However, the soccer fans also acknowledge the secondary issues mostly like visiting secondary
destinations. The results conclude that the event-goers spend money for multiple reasons. The
primary reason is attending to the soccer match and buying soccer game ticket while the secondary
factors are buying souvenirs, participate a tour plan, getting high-speed train ticket, renting a car,
doing shopping and etc. as same with other types of tourists’ purchasing behavior (Daniels et al.,
2004). The research reveal that the majority of participants have been stayed in hotels between 2
and 5 nights. While the soccer game has gone on only one day, participants willing to stay more
than one day. This result corroborates the findings of studies reporting that length of stay is
average 2.03 nights (Gibson et al., 2012).
The findings of the study should be interpreted within the context of certain limitations. First, the
study was conducted for only one soccer game, which indicates that it needs contextual expansion
to  enhance  validity.  Second,  it  may  reach  more  quantity  of  soccer  fans  to  make  a  face-face
interview. However, the event venue is problematic for this kind of gathering data.
There is slight difference between self-organized travel and association organized travel in manner
of expenditure and arrangement of travel. In research design, this situation was underestimated.
Therefore, the results reveal that these differences have impact on tourist expenditure and their
travel behavior. In further research, these issues could be taken into consideration. Our study
carries significant implications for managers of destinations/host venues and event organizations.
First, destination management properties may find an efficient way to extent tourists’ length of
stay at the host destination (like as enhance diversity of attractions). Second, marketing actions
should develop a better understanding of consumer decision-making before any strategies are
developed.
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